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Chairman Blackburn, Ranking Member Klobuchar, and members of the
Subcommittee, thank you for the opportunity to testify at this important

hearing. It is an honor and privilege to be seated before you.

My name is Bridgette Norring. | am a wife, mother, grandmother, advocate,

founder of the Devin J. Norring Foundation and co-founder of Parents RISE!

Six years ago, my son Devin Joseph Norring died from fentanyl poisoning
after Snapchat connected him to a drug dealer. Devin was 19. He loved

football, skateboarding, BMX riding, writing and creating his own music.

Prior to the start of the pandemic, he began suffering from migraines and
dental pain. When critical medical appointments were cancelled, he turned
to what he T and so many other American children i believed was a quick
and safe solution. He turned to Snapchat, and Snapchat connected him with

a local drug dealer selling counterfeit pills.

One pill ended his life, while Snapchat let the dealer continue selling to

children on its platform long after Devin died.



In the Spring of 2021, myself and other families who had lost their children

to Snapchat met with Snapchat executives.

That meeting is what fuels my fight to this day.

Those executives told us that as parents, we should have been monitoring
our children better and that, because of Section 230, we could not sue
Snapchat. That we could not hold Snapchat accountable no matter what it

had done. And at first, we believed them.

Then we watched as more kids died, as Snapchat still would not take down
known predators and dealers, and as they did not even warn families of the
harms happening in their digital place of business as we begged them to do.
A few PSAs are not meaningful reform i they are only inadequate Band-Aids

on the bullet holes Snapchat created.

Section 230 is why these companies think that they have the right to trade in
our childrent6s |lives, to trespass

the products they are stocking on toy store shelves.
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For years, we were ignored and countless more children died.

Then things began to change. A Facebook whistleblower came forward.
Attorneys collected just enough initial information and evidence to demand
discovery, a process by which a court forces defendants to turn over internal
company information in a court of law. And these lawsuits are how we finally

started to get the truth i the truth in their own words, and their own records.

| submitted just a few examples of those unsealed records with my written
testimony. Remember all the years these companies swore that they had
done nothing wrong? Remember when they claimed they were not designing

addictive products and were doing their best to protect our children.

It turns out, none of that was true.

Instead, we can now prove that these companies deliberately addicted our

children, knew what they were doing, and kept going.



One YouTube document says #fAVision, we &
addictive. 0 A Meta employee wrote, Anaf/l

pushers, 0 and another, fgcdha Il dt siad eht eyl fi.s

Internal documents reveal that Meta was aware that it was recommending
known children to known figroomerso and
recommends children to non-groomer adults. How is that not unreasonably

dangerous by design? How is it not criminal?

The documents prove that there is nothing frivolous about these lawsuits.

And, vyes, we are making progress, but i

and Goliath battle every time a corpor

NOT justice, and tech companies shouldndt be

off of our misery and loss.

Especially now, as we enter an even more dangerous era with Al.

In fact, | just learned that while Senator Hawley has been trying to make clear

that itis illegal for Al companies to allow for the sexual exploitation of children



through the Guard Act, the Al industry is getting harmful state laws passed,
| i ke one on its way t o trighenow ol oQoa doo aGaoo
HB 1263 says that Al companies CAN allow for the sexual abuse of a child,
as |l ong as they can show that i1t was no
course, it is the Al companies that get to determine what is and is not

feasible.

We are talking about the sexual abuse of children versus a product you get

from app stores in the fAentertainmentoo
the sexual abuse and exploitation of children just because Al is involved is

crazy t o ménga petlophile off thekheok beeause he says he did

his best to avoid hurting a child. These companies can design systems that

dondét hurt, abuse, dheydarenuat mhogsing natttoan c h i | «

the name of maximizing profit.

This is what American families are up against. These companies hid behind
the Section 230 immunity that was never meant for them, and now that we
are making progress, they are cleverly pushing bills at the state and federal

level that require them to do virtually nothing, while allowing the abuse and



mani pul ation of our <children toThsont:i

I snot i,nnjasv@hssa. o n

My family and thousands like mine have been sounding the alarm far too
long. Some of you have stood strongly with us, and each day more and more
lawmakers are finding the courage to look beyond political parties to truly

fight for American families, safety by design, and corporate accountability.

And now, today, | am here to tell Congress that it is time to choose.

Congress must ensure that the Senate version of KOSA will not risk
preemption of state and v i ¢ t rightss aind then it must pass it. Congress
must pass strong, common-sense Al chatbot requirements like the Guard

Act.

Congress must also pass the Cooper Davis and Devin Norring Act so that

social media companies are required to report illicit drug activity occurring on

their platforms to law enforcement.

Congress must reform Section 230.

n



And now that the courthouse doors are slowly opening, Congress must
ensure they stay that way. Because the reality is that trillion-dollar
companies do not fear regulatory fines; those are simply a cost of doing

business.

But they do fear accountability in court.
They do fear discovery.

They do fear the truth being exposed publicly.

| made a promise to Devin that his life would not be in vain. | have since
extended that promise to countless victims and families, as | carry their loved

ones with me on this painful journey no mother should ever have to endure.

This is not about politics. This is about whether our elected officials are willing
to protect children in a digital world that has evolved faster than our laws. |
am asking all of Congress to stand with parents and families and against the

wealthy and powerful companies that chose to harm American children and

teens by design and then lied to Congress andtheworlda b out what

done. Thank you.
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Predatory tech companies claim that they
t heir pl atforms and that they do not Know
documents establish other wise

IN2014,Snap EEO was informed via a Asimple analysiso th
bet ween t he dgetrredtfo 1a0s afinnda s2s4iove moneti zati on poter

From: Laffont, Thomas [tlaffont@coatue.com]
Sent: 9/11/2014 4:06:28 PM

To: evan@snapchat.com

Subject: Metrics

I ran a simple analysis on our users.

The key takeaway is that in the US — we have penetrated 84% of users between the ages of 10 and 24.

Conclusions:
i 8 We absolutely own the youth demo in the US — 84% penetration = massive monetization potential
2. Growth in future users will have to come from:
a. Users above the age of 24
i.Discover and Share Stories are key strategic areas to drive this based on our survey
b. Youth users in non-English speaking foreign countries

In 2021, a Snap employegpressed concern that the company wagstdlating content clearly

involving underag&ids. i The exampl es | ¢ hec k ecdtcaseasthat sheuldbeh eet ar
escalated to T&S for review/ action ¢é& | noticed th
these need to be escal at ed, is there a reason for

On Wed, Oct 20, 2021 at 8:40 AM "Jose Cipitria' via Discover Moderation <discover-
moderation@snapchat.com> wrote:
+full team for viz

Many thanks for sharing, Tirelle! The examples | checked in the sheet are pretty clear-cut cases
that should be escalated to T&S for review/action, they are already being rejected by our vendor
team per policy (I pasted the policy below for reference).

I noticed that our UGC Broadcast policy doc does not indicate that these need to be escalated, is
that the reason for the confusion? We can ask Evan G to update and update the vendor team
accordingly with examples. Happy to help with collecting good examples. Once we agree on next
steps, we should give T&S a heads up (Ayesa, Selena and Juliet).

. XSelf-recorded minors under 13 with no aduit present (NOTE: When in doubt about the age of
the person depicted, always proceed conservatively)

) Clear “selfie” content with individuals that seem to be below 13 (including the
content where the minor is approaching the camera to turn it on/off)
o The camera is fully stationary (i.e. not moving at all), and the only person

depicted seems to be under 13

Snapexecutivegonfirmedthat this was deliberate choicenor e speci fi cally, becaus

Y

ton of content . O AfCorrect, T&S woul d not be abl e



From: Evan Geary [evan.geary@snhap.com]

Sent: 10/20/2021 12:02:36 PM
To: Aaron Altschuler [aaltschuler@snap.com]
cc: Althea Tupper [althea@snap.com]; Bryan Schilling [bschilling@snap.com]; Discover Moderation [discover-

moderation@snapchat.com]; Jose Cipitria [jcipitria@snap.com]; Juliet Shen [jshen@snap.com]; Tara Weseloh
[tara.weseloh@snap.com]; Tirelle Barron [tbarron@snapchat.com]
Subject: Re: Spotlight Snaps that are likely to come from a minor's account

I don’t think there’s a strong policy case to route these to T&S, but thanks for raising.

On Wed, Oct 20, 2021 at 11:53 AM Aaron Altschuler <aaltschuler@snap.com> wrote:
Thanks Althea. Correct, T&S would not be able to take this on right now.

On Wed, Oct 20, 2021 at 11:35 AM Althea Tupper <althea@snap.com> wrote:
+1 agree. I don't think we can make this change now due to the T&S bandwidth and this would be a ton of
content. We can agree on a date and change if it makes sense and we agree with T&S.

Including @Aaron Altschuler @Bryan Schilling for visibility.

Althea Tupper
Core Eng, Ops and Integrity | Review Operations
Snap: altheatupper | Mobile: (917) 714-0450

On Wed, Oct 20, 2021 at 11:30 AM Tara Weseloh <tara.weseloh@snap.com> wrote:
+ @Evan Geary for vis if we want to make this an escalation in the UGC Broadcast doc. This will result in a
large amount of escalations - I think we should try to get a rough idea of how many we are currently
rejecting before implementing so we can make sure to not flood the T&S queues. I'll coordinate with the
vendor teams and follow up here!

In 2020, TikTok partnered with the PTA @rstrategic stategnd was relieved when the news cidid not

show A large number of kids who attended ended up beiagoung and/or TikTok distributed to them

while they were still underage. TikTokemplege wr ot e t hat they fiseriously
it Al earnings for the future. oo



T P —

I'm sort of glad the crews cancelled. This student panel is primarily under 13 and they’re all talking about what they post why they post and
how they know they're not supposed to have an account

Eric Ebenstein  2020-02-28 03.0%:00

what?l! How is PTA letting that happen?

2020-02-28 03:10:00

| don't know. But seriously dodged a bullet. That would have been on cbs abe and kcal9

2020-02-28 03:11:00

They also showed some of their videos on the monitor

- 202002-28 0312:00

@Eric Ebenstein unfortunately they asked for questions from the crowd and a parent asked "how old were you when you started using social
media.” All of them said btwn ages 8-12 and admitted to lieing about their birthdate to get around it. One girl said she’s 20 on Instagram

2020-02-28 03:13:00

-they were introduced with their grades and showed their TikTok accounts as part of the intro. It's learnings for the future.

TikTok also misled regulators about its ability to detect underage users. According to TikTok documents
(confirmed in the deposition of Global TikTok R & D Chief Wenjia Zhu), when regulators #stkexl

companyhad any age models capable of identifying or removing under 13 acdbsatd,that t A di dn o6t
have any U13 mordspdnse waiisé.i ne . 0 That

4 0. "After we promised this new U13
5 model to the regulators, we discovered in the
6 second half of 2021 that TnS had launched a

7 model for detecting U13, referred to as

8 model 2, at the end of 2020."



When TikTok realizedts error, instead of correcting it, TikTakorried internally that if EU or U.S.
regulators learned the truthen the companpni ght be forced Ato del-Bte a | a

N . . . .
users, o0 resulting in an estimated | oss of its wuse
7 QUESTIONS BY MR. MURA: 1 A, Yeah, that's her opinion.
8 0. So according to this document, 2 0. Sir, the concern she's
9 if the information were made public that 3 expressing is if the truth comes out, the
10 TikTok could use an AI age model to remove
g 4 regulators would make you use the tools that
11 users under 13, then US regulators would
5 you have to actually remove under
12 follow suit and require TikTok to remove more
6 13-year-olds from the platform.
13 under 13 users in the US?
7 Yes?
14 MR. MATTERN: Objection to
8 MR. MATTERN: Objection to
15 form. Characterizes document.
) 9 form. Characterizes document.
16 THE WITNESS: Yeah. According
. . . 10 THE WITNESS: Yeah, I already
17 to the previous paragraph, it said the
18 model was developed in TnS in the end 11 mentioned the model, it's developed
19 of 2020. I'm not sure the —- how the 12 inside of TnS, not inside of my team.
20 trend model -- or whether the model is 13 And from my opinion, I believe we
21 accurate enough. 14 should be honest to regulators. If we
22 QUESTIONS BY MR. MURA: 15 found something wrong, we need to
23 Q. sir, my guestion was -- 16 correct that.
24 A. Yeah.
25 Q. -- the concern that's being 7 QUESTIONS BY MR. MURA:
8 Q. So do you know if TikTok ever
Case 4:22-md-03047-YGR  Document 2875-21  Filed 03/25/26  Page 127 of 130
¢ 9 told the EU regulators that the company had
Wenjia Zhu 639
10 already developed an age model at the end of
1 identified here --
11 20207
2 A. Yeah.
12 MR. MATTERN: Objection to
3 Q. -- was if the information was
13 form.
4 made public, the information that TikTok
5 could use an AI age model to remove users 14 THE WITNESS: Sorry.
6 under 13, then US regulators would require 1s Currently, I can't remember for sure
7 TikTok to remove more under 13 users in the 16 whether the legal team tell or not.
8 Us.
9 Correct? That's the concern
10 identified here?
11 MR. MATTERN: Objection to
12 form. Characterizes document.
13 THE WITNESS: Yeah, this --

14 this her concern.

TikTok employee chats from June 2028therconfirm that TikTokknowschildren are not using their

real ages and goes out of its way to avoid conflicts arising from this. They iwrote, e wei rd dat a
is that 85% of Ot e efinLbMAUCGCO GO aér ec uazg eweg aatreed i1d8 +o0t s t
days will not cheat the system. o AYep, and thatod
roles. o



Google (YouTube) puradchildreneven more overtly i n c |
2016 was to fiBecome

stated golai n

Matthew Tenenbaum 2023-05-08 23:49:26

The weird data point is that 85% of “teen” users are age gated 18+ [$&f&]

James Cummings 2023-05-08 23:49:43

LMAOOOOO00O

James Cummings 2023-05-08 23:50:01

cuz we are idiots to think a kid these days will not cheat the system

i Maithew Tenenbatr

Matthew Tenenbaum 2023-05-08 23:50:48

Yep, and that’s precisely why we don't want to age restrict the FP roles.

Matthew Tenenbaum 2023-05-08 23:51:14

If you want to laugh (or cry), here’s that analysis doc:
https://bytedance.us.feishu.cn/docx/PgEQdFtuSoyyRLx8yX5u3HxHsKc
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YTK Vision: Create the next generations of Youtube Users
Youtube (Kids) as a part of the daily routine for all kids under 13

Under 8 Tweens

~125M addressable users ~125M addressable users

\ c
A

D B

-

~30M tweens

And with 250M kids under 13 in the short term contribute meaningfully to DAV
growth
Market sizing:



YTK Growth Strategy: Become a Daily Tool for All U13 Kids Globally
Reach xxM DAVs by the end of 2017 by focusing on Reach and Engagement

1) Grow Reach
1) Grow Reach TAM: %SOM Increase app footprint
1. 118n

2. New distribution channels (i.e. living room)
3. Parent ‘deal-break’ features (i.e blacklisting)

Be a part of the daily routine
1. Channel subscription
2. Create, upload and share (i.e. Musica.ly)
3. Kid friendly commenting

Activations

Goal 2) Encourage Engagement

T = > 2) Encourage

DAV Engagement 3) Thread the needle, YTK-Main
Age-up YTK, Age-down Main, Kid accounts
1. Age-up YTK for 8,9 and maybe 10
2. Age-down Main w/ logged-in only features
3. Kid accounts that bridge #1, #2 and 13+

Strategy: “Age-up” with features and content to address Tweens

Create ‘sticky’ features that increase value proposition for transition to main for Tweens and Teens

o
S

) =2- @7

O o

—

@ Has the existing YTK app ‘solved’ for the >7 use case?

B

Strategic questions

@ How do we transition Users gracefully to the Main app?

@ What app, features and content will appeal to Tweens?

Engage (entertain), enrich, explore
Market sizing:

Monetization
/Commercial

Content

~30M tweens




Proposal: Groom next-gen of logged-in YT Viewers, Fans and Creators
Logged-in experience with Kid profiles that span YTK and Main

* We are ignoring Unicorn implications for now, a small use-case given hyperfocus on kid smartphone ownership and U.S-only

Macs in schools

Give kids a warm send off to main

YouTubebés fAVision & objectiveso remained relative
refined age categories, including a fAtarget audie

Vision & objectives

Target audience

A
X&)
.

=
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f
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—

4 and under §-7 8-12 13+

YouTubeds focus on under agevrohiel drmem | ovo mtgi rku edds ars
opport uniubdgrldarethe Kastegts owi ng audi ence in the world. o
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Business Case for Kids and Families at
Google

November 2020
PM: I

% over 40 per cent of transition as being as significant as the shift from desktop
o mobile.” - SuperAwesome
Solving Kids is a Massive Opportunity

e Kids under 13 are the fastest-growing Internet audience in the world

©  40% of new internet users going online are kids FIGURE A. Mobile Devices in the Home, 2011-2017
o 170k kids around the world go online for the first time every day Among 0+ to 8-year-0ids. those witk
e Kids are using devices at younger ages and getting devices of their own at PO T T
younger ages

e Parents invest heavily in getting devices for their kids and top purchase drivers'
are: 1) Familiarity of an OS; 2) Current ecosystem; 3) Past experiences when
choosing an OS

e Marketers understand the importance of this fast growing market

o Digital Marketing aimed at kids is growing 25% YoY
e Within Google, we have the Family Group construct and Supervised Users

©  Google Family Groups eclipsed 100M in 2020 and will double in 2021

o Supervised Users have a 30M 28DA user base and is growing 130% YoY
®  And our own data shows,

©  Family and Kid Users have higher engagement and are more likely to

be buyers
©  Families lead to better retention and more overall value

Android users consider price, openness/choice and anti-Apple
sentiment when choosing/switching an OS.

iOS users consider brand identity, quality of device, good customer
service and starting with iOS when choosing/switching an OS.

1) if parents are already familiar with a certain OS, they are more likely
to buy a device with the same OS for their kid,

2) parents choose devices that are compatible with their families
existing ecosystem,

3) parents give their kids hand-me-down devices (more common with

iOS)
Metaalsotargets kids under 13 and knows that they are on its prodacts2017 study, Meta wrote that
Al nstagram sell s-1R2t9el id eaakidediahées dt ends

unique vulnerabilitie$or product development purposelsleta alsovent to great lengths to ensure that
t her e wegpeificighestions &ked among AILR2 . 0O

deve



EXECUTIVE SUMMARY

It's a small world - activity and thinking are school and home-life centric
Early teens progress thru three phases: 11-12yo are humor-hungry, 13yo indulge in the paradox and drama of life, and
14-15yo0 are on an identity quest.

Two major shifts at age 13: 1) The door to the external world opens; 2) Self-led curiosity and discovery become
driving forces

+ Top struggles: 1) Developing confidence & feeling secure; 2) Non-familial relationships; 3) Creating self-identity; 4)

Scheduling imbalance (11-12yo bored; 13-15-year-olds over-programmed)

EXECUTIVE SUMMARY CONT'D

« Social media and IRL moments are equal sources for understanding what's new/on-trend

« NOW= two things, both of which matter and IG only supports one. 1) NOW= external news and trends (IG owns); 2)

NOW= what my friends/peers are doing at this moment (SC/WA owns).
Friend/peer now-ness is IG Achilles’ heel - IG significantly weakened by early teen judgment and unwritten rule of

“less is more”. |G now-ness propped up by top accounts

* #11G barrier, caused by #1 Teen tension— Confidence. Fighting thru hormones, peer judgment, a need to fit in and
pressure to impress boys/girls— all while identity questing.

* |G opportunities: 1) Keep the Attention— interactivity + relevance; 2) Be a Place of comfort/acceptance— more teen
stuff & less judgy comments; 3) YouTube product parity— relevant auto-video/content experience trends.

JOINING INSTAGRAM

INSTAGRAM SELLS ITSELF:

In 6t grade, age 11-12, teens get first phone and are “invited” in one of two ways...

BFF TOP ACCOUNTS
“My friend just got it and told me to
download it.” “I want to see what my favorite YouTubers and soccer

players are doing in real-life (off the screen... off the

- 2. A field)!”
—_ friend group, 14, S. Brazil



BACKGROUND AND
METHODOLOGY

Understand early teens and create illumination foundation.
Foundation that will inspire high impact marketing messages and
campaigns that drive Instagram platform production and
engagement and bring in new users

Early teens ages 11-15, mix of gender and |G usage or interest

e Ethnographies, in-home friends parties, focus groups, pre-
session homework including deprivation exercise

e Markets: US (LA and Chicago), UK (London), Brazil (Porto
Alegre, Recife)

e Total of 220 early teens

*Learnings apply to all countries unless noted
*No IG-specific questions asked among A11-12

In 2018,Metaconsultast conf i r med t hat underage children were
documents include things likE& heyoung ones are the best ongs'weens (approximate age-1Q) are

special. People who join Facebook as tweens have the highest long term retention out of all agedgroups
andi | f we want taowevi mudbt gbwindg tlkkemsin as tweens. o0

Long Term Retention: The Young Ones are the Best Ones
and Other Learnings

By S - Robert Chen

(cover photo below)
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Our three major findings and associated implications are below.

1. Tweens (approximate age 10-12) are special. People who join Facebook as tweens have the highest long term retention out of
all age groups.
a. Observations

i. As an example, for people who joined Facebook in 2016, 12 year-olds (born in 2004) have long term retention (LTR)
MAP_28 of 72% at an FB age of 365. 32 year-olds (born in 1984) have long term retention of 25% at the same FB age. This is
a3x difference for a 12 y/o versus a 32 y/ol The difference is similar in magnitude across multiple confirmation years.

ii. You can also see this very clearly in the Chart 2 below. There is a green band (indicating high retention) on the right in
every confirmation year. The exceptions are in the very early days of Facebook (2004 and 2005) when high schoolers did not
have access to Facebook.

iii. Caveat: These findings rely on the Age Affinity model, and while it is the best we have for age, there are biases in the
model which may influence the results.

b. Implications

i. ACTION: Given that tweens have long term retention multiple times (~3X) more than adults, understand why this is the
case.

1. Facebook as a whole should consider investing more heavily in bringing in larger volumes of tweens.
2. For the Youth Team, prioritize tweens over all other age groups.

ii. ACTION: Track down the former tweens who have incredibly high retention on Facebook and find out why they joined
Facebook when they did and what keeps them on Facebook till this day. Can we replicate some of those conditions so that
‘we have a greater number of highly retentive tweens in our pipeline?

If we want to win big with teens, we
must bring them in as tweens

We have definitively established tweens as the highest retention
age group in the United States

Confirmed Year
2004 2008 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016
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To give you a sense of scale, people who joined Facebook at 11 years old
have almost 4X the LTR of those who joined as 20 year-olds
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Source: Market Strategy Analysis

And in 2020 Meta employees discussed that they were not allowed to ask any question that might elicit
evidencghatauserwasunderlBn t he context of an Aapproved age

iwWe canét give people the ability todbdsdadwertbheyor e
category?o il dve been given a hard no to other ¢
would, by definition, be under [13] .0 AMy under s

it means wedd kezwentoodel ete their a

Kyle Robert Andrews (10/28/2020 10:43:06 PDT):
~hey peeps, can someone send me our currently approved age question?

Kyle Robert Andrews (10/28/2020 10:49:21 PDT):
>My memory is something Tike:

>
>13-15
>16-18
>19-25
>26-30
>31-45
>46+

Kyle Robert Andrews (10/28/2020 10:50:08 PDT):
>We can't give people the ability to say they're under 13, right? So maybe there's also an "other'

category?

Wendy Tegge Gross (10/28/2020 10:51:21 PDT):
>I've been given a hard no to other category

wendy Tegge Gross (10/28/2020 10:51:40 PDT):
>especially if the upper end is a 46+, since other would, by definition, be under 14

wendy Tegge Gross (10/28/2020 10:51:41 PDT):
>*13

Wendy Tegge Gross (10/28/2020 10:53:39 PDT):

>The overall guidance I've been given from PXFN is:

>(1) use "what is your age?" as the stem

>(2) don't use "other age" as a category, especially if the highest category is "and up"
>(3) include a "prefer not to disclose" option
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>Je'|} an? I were just joking that "just a number’' would be a great response option instead of 'prefer not
to disclose’

(10/28/2020 12:42:14 PDT):
>Wi t be ok to let people choose under 13 for off-platform, unbranded surveys (so that they can be
terminated)?
Kyle Robert Andrews (10/28/2020 14:25:12 PDT):
>Hmm, maybe if we're not collecting any identifying info before terminating? My understanding was we
can't ask if they're under 13 because it means we'd have to delete their account
[ ] (10/28/2020 15:26:22 PDT):
>Ma ense. I'm reviewing an off-platform survey asking that, and it's unbranded, so it's not
associated with any FB/IG account or collecting any PII. So I guess that is fine.

Dr. Kristin Shay Hendrix (10/28/2020 16:22:25 PDT):
>I just thought it was a "select all that apply" question ... &

INn2021, a Meta employee wr ot e, tindudedyoongenkide(®@2 on age
yos) in this research for a number of reasons: &
concerned about risks of disclosure since they ar

_ Bl (2/05/2021 10:04:36 PST):
>Happy . [T wanted to check in on if my feedback to the youth safety proposal makes sense?

(2/05/2021 10:06:32 PST):

>Hi I Yea totally all makes sense. I responded to your email with responses and also a question for you regarding inclusion of 10-12 yos.
Here 1s my response for that particular request:
>

>For context on age selection: I have not included younger kids (10-12 yos) in this research for a number of reasons: 1) Already high risk
to kids, 2) Although there are definitely kids this age on IG, I'm concerned about risks of disclosure since they aren't supposed to be cn
IG at all. Note, I'm keeping the recruit as tight as possible given the very wide ask (i.e., to understand child-adult sexual-related
content/behavior/interactions, and to also explore viable product opportunities).

>

>With that said we can definitely Took into whether this is possible (and what kind of questions we can ask them). I'd love to set up time
with you to understand your biggest questions. I can ask vendors to outline their capabilities and costs.

_ m (2/05/2021 10:10:44 PST):
>0h I am ehind on email and missed that response, thank you! I'11 read through that now.

>For ages 10-12, I'm not suggesting we find this age group using IG (and I think policy wouldn’t allow us to try due to violation). what I'm
wondering is how big we are going here for child safety. should we be Tooking at how these younger ages use digital products more broadly
(not IG) - and where they are establishing norms or riske in this digital ecosystem (do they make friends on fortnite or discord that they
bring to social media later). We also have messenger kids for those ages 8-12 which could potentially come up too

I -5 207 10:13:47 PsD:
>Hmm good point. We're already coving a ton of stuff in the interviews (that are really specific to bad interactions), but I definitely see

the value in speaking with younger kids to see what's on the horizon for us. Let me think a bit deeper on this and how we can either
incorporate this into this study or maybe a different study.

In 2023, another Meta document discussdsaisiont o finot trigger age verifica
due to Athe potenti al revenue impact it can cause

Enforce age verification checkpoint




|l 1. Predatory tech companies claim to have pa
features when, in fact, they know that th
hard to find, and/or difficult to use. A
t hese compamiiteisze profit over s.afety, and

I n September 2021, a Ti k Famlky Parmdpbugwiieeedhe teenkam dasilg b o u t

bypass or disabl e FP. ofii tAho trheetr & mand expambs tratte sp o Na et
Ti kTok has a fihiddeno unlink optionerkpioyke can use

obsertvhess, rienders the feature kinda usel ess. 0
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I have heard about an FP bug where the teen can easily bypass o disable FP. | haven't tested so | don't
know the specifics, but wondering if you know what I'm talking about? Sounds worth fixing this bimonth

PRER 2021-09-01 02:12:51

it's not a bug, | suppose

PEREIA 2021-09-01 02:23:37

FERA  2021-09-01 02:17:07 B
What we can do is to level up the punishment if the teen unpairs - for example, freeze the teen's account

the current logic is we provide an ‘unlink' option (though hidden) to the paired teens, and once they did, for 48 hours (and suggest the teen communicating with the parent upon this decision)
their parental settings will stay for an extra 48 hours as a sort of ‘punishment'

FER#R 2021-00-01 021919 Confidential TIKTOK3047MDL-066-LARK-00956726

The reason why we provide this unlink for teens is 1. for them to escape from malicious pairing 2. respect

their autonomy (given Family Pairing is available for users theoretically above 13) ~
= & N Jordan Furlorfga3@A28:0d ¢332 YGR  Document 2755-15  Filed 02/20/26  Page 6 of 9

What do you think of removing that? | understand the tradeoff but think that we should remove it given

M 2031:05:01 021938 that this renders the feature kinda useless

But | understand this suggestion

Jordan Furlong 2021-09-01 02:25:50
Jordan Furlong 2021-09-01 02:20:12

Gotcha, Where is it "hidden"? Other option: teen can send a request to parent to unlink, which they can approve from their device

PR 2021-09-01 02:20:52
FESE#AL 2021-09-01 02:35:02

Fost Yep, this could be explored

Title:

I n the words of the TikTok | eader responsible for
product design goes to die[.] o0

Snapchat | i kewise wrote that the primary purpose
regul ator s, interested parents, and the press to,
Why? It worried parental controls, even wemdes like Family Center, might negatively impact

fengagement . . . i f this | ands the wrong way wit
I n 2016, Met a CEO Mark Zuckerberg warned in conne
adults as to what their children were doing on Li
instructed employees fAdbepareryt g/otoada albomugs. mot noti

>
>If we tell teens' parents and teachers about their live videos, that will probably ruin the product from
the start. At the same time, even blasting notifs to many of your young friends may require a different
graph to make sure you don't feel 1like you're spamming people by going live. My guess is we'll need to be
very good about not notifying parents / teachers, and then also use machine learning to find the optimal
balance between sending enough notifs to get producers enough audience while also not having people feel
Tike we're spamming. Since the brand effects of feeling like 1ive video is spammy will be long term pain
that's harder to measure in the short term compared to the short term benefits of getting people more
audience, we should probably be a bit more conservative in the near term and send somewhat fewer notifs
than the short term metrics indicate.

>



In 2021, Meta discussed lookimgo making their featureé§ mor e ¢ hfarpdreates gi ngBot h
Snapchat and TikTo&re somewhat confusing to parents, in turn affording teens a protected place to
pl ay/ engage. 0
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X m The Role of the Teen in Shapin‘g a ﬂo’... B save

nute read

Kenzie Snyder - Last edited January

—_——

The Role of the Teen in Shaping a
Household’s Experience of Instagram

What we need to better understand

We need to understand risk in having an app be used by an entire household. Namely, are teens
able to maintain spaces that feel sacred to them (and their friends) or do we see decreased usage
or new behavior patterns emerge as household members join? If Mom starts using an app all the
time, the app can lose a "cool" factor, if we're not conscious of separation. Preservation of
protected spaces will require:

e Learning how to create spaces within the app where teens feel like they have privacy
both from their own parents but also privacy from non-peers (e.g. Aunt Sally,
neighbor down the street, teachers, etc.).

¢ Finding opportunities, such as close friends where teens have their own, protected peer
communities.

e Understanding the value of certain features being more complex (i.e. indirectly made for
teens because more challenging for parents or preteens). Both Snapchat and TikTok are
somewhat confusing to parents, in turn affording teens a protected place to
play/engage.

In fact, Meta affirmatively works to ensure that all young users know they can create FINSTA accounts
(secondary accounts that teens and children typically keep hidden from pafehRts).n st a Gr owt h
effort on the Growth team to encourage teens to create their first Finsta account and to teach them to use

\

themulttaccount switcher. o



Parental controls also ran contrary to the objectives of Instagram’s “Finsta growth team™:

+ Fer people, especially teans, their Instagram profle rapresents their image onling, and they are concemed about
how they appear on their profile grid. One workaround is creating Finstas, the ultimate Identity & Audience
Controi.

o WHAT WE'RE DOING: Favorites, Finsta Growth

Document 194: META3047MDL-031-00086272, -6272

As the name “Finsta Growth™ implies, Meta actively promoted usage of finstas by teenagers:

» Finsta Growth is an effort on the Growth team to encourage teens to create their first
Finsta accountand 1o teach them to use the multi-acoount switcher.

s Future Opportunities: The team hasn't explored teaching about Multiple Account
Switching (MAS) in more depth, an opportunity to consider in the future.

Document 195: META3047MDL-031-00086272, -6274
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0N FINGTAS, TEENS POST 3) AS MUCH CONTENT WITHOUT CURATION
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|l 1l Predat ory tech companies deny that they a
countless internal documents acknowl edge
includes specific features, asiaeeeén, as al
and especialaty, vwhear abmedmi nor s

foh my gosh yal/l | G piuss haMedaré gagstn@ResvardDeficith asi cal |y
Disorder bgpeoplearebingingon IG somuchtheyc a rf G&te | rewar dtheirny mor eél i k
reward tolerancsss 0 hi ghAdaknpMosseri] dokedreeket want t o
out whenl talked about dopamine in my teen fundamentals leads review but its undeniable!
Its biologicalandp s y ¢ h o | thegdap-doavih dérectivesdrive it all towardsmaking
surepeoplekeep comingackfor mo r eMetaUX Researcher
Internald ocument s discuss the fact that Ti kTaak contain
more common fAcoercive design tactics that detract
notifications, andAfTh&To&l o machicedael yepopadl ar
particularly sensitive to reinforcement in the form of social reward and have minimal ability-to self
regulate effectively

Risks

® The advertising-based business model encourages optimization for time spent in the
app. In a user [ HYPERLINK "https://bytedance.feishu.cnfdocs/docendbkf1Frin3ligdhzbuihVe" \h ]
of over 2,300 users in February 2020, when respondents were asked to give a score out of 5
to indicate strength of agreement with the statement 'l spend too much time on TikTok/, the
average response was 4.0,

> This is an issue common for many platforms. However, some elements of persuasive
design may be unique to TikTok; for instance, the fact that when you click the back
button on your phone to leave the For You feed/app, you get a prompt saying, ‘Tap
again te exit,’ which can be seen as increasing friction for users seeking to leave the
app.
® The TikTok product experience utilizes many coercive design tactics that detract from
user agency such as infinite scroll, constant notifications, and the "siot machine” effect

s TikTok is particularly popular with younger users, who are particularly sensitive fo
reinforcement in the form of social reward and have minimal ability to self-regulate effectively

» Not being able to cross functionally align on goals and meftrics

Ti kTok considered giving fivulnerable userso more
reset opt iperd ommd biwatedfalmefidddd)s revenue. 0



. "... (it would] help vulnerable users who need lo distance themselves from their
currant viewing preferences. The research indicates that we could offer a reset option for
those 'in extremis' and the majority would not misuse it. Focus group ressarch. Providing
Users With Choice Over Our Algorithm (focus groups across 5 EU countries)

Algo proposed "non-personalized feed" in consideration of algo explainability and
technical feasibility.

Algo proposed plans Pros Cons

1 Non-personalized feed High feasibility Ads revenues

Document 134: TIKTOK3047MDL-002-00091625, -1625

In2013,YouTubéd 8 Bi g Hai ry Awadtmreachh @ s BGbali on

the end

of 2016. 0

Hour s/ day

YOUTUBE's s16 Hary aupacious GOAL:

1 Billion Hours/day in Watch Time by the end of 2016

® Current course: 400-500M hours by 2016
e Bandwidth: 2x today's total internet usage
® 20% of TV daily usage

® @ current YT monetization rates = $15B revenue
o Although 20% of today's video market = $90B

® Usage per user per day
© 30 minutes per internet user
© 10 minutes per person on the planet

Google al and Py

opr

etary

It prioritizedthis goal, even at the expense of childrdinis YouTube document called oeinployee
Me nt isuggestedBle sBti | Wriiotnt e

ideasfor how toreach 1 Billion Hours, andtfeHo nor ar y
hour s: KidsTube. Suck it up,
launched Kids YouTube in early 2015.

|
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Honorary Mention: Best Written

"1 Billion hours: KidsTube. Suck it up, jump
through the legal hoops needed to make it
happen."”

In 2016,YouTube prioritiesncluded fiWwWe aspire to create an app
experience should compel users to come back
Vision
We aspire to create an app that is....
Bestinclass  Viewers should prefer to watch videos in our app even if they're available elsewhere, and
they should consider our recommendations superior to those they find elsewhere
Robust Our app should set and constantly raise the standard for reliability and snappiness
throughout the entire experience
Innovative We should introduce delightful new features big and small before other apps do. We
value rapid-fire experimentation and taking risks by trying new things we're not sure
about
Cohesive All user journeys should be intuitive and effortless, and the level of quality is always
consistent throughout the app
Addictive Our app experience should compel users to come back more and more often
Polished Unparalleled Ul is all about details, and no detail is too small to get right. We are proud
perfectionists, and we hold other teams to the same standard
To be refined through XFN team offsites - Product Excellence; Product Playbook
YouTube documestfrom 2018focused on targetingabitual usersh The new i ni ti at

ma ki

opti

t hat
mor e

vV e

ng YouTube a daily habit.o AFeed refresh:
multiple times a day, e.g. user controls to see more new uploads, client abdsesemodels to predict

ma | refresh rate. o

2) Increase habitual users (10+/14 days) ( )

This new initiative focuses on making YouTube a daily habit. We typically have been optimizing the product for single-
sessio;-l iitchtime and DAVs, and not for repeat, regular usage. We increased our logged-in DAV/MAV fron./o last

year t today but FB is at 66% with many intraday visits.
We have substantial opportunity to enable more use cases for increasing the frequency of visits. If we drive an additional
1% to DAV/MAYV, this would represent-DAVA Reaching parity with FB would add AVs.

The keys to habit formation are content, context, and intra-day optimizations. In 2018, we will invest in those areas,
including projects like:

e Habitual interests: identify diverse interests that drive frequent, regular usage on YouTube and introduce more
users to this content, e.g., we'll learn which creators or content clusters are likely to increase your engagement,
and build the optimal UX to introduce that content and provide relevant information about why you'll love it.

e Contextual use cases: build experiences that piggyback on recurring user habits to drive regular engagement,
e.g., personalized digests catering your context (catch up on news at the end of the day, playing music at work, or
watching funny videos when relaxing before sleep)

o Feed refresh: build an optimal experience for visiting YouTube multiple times a day, e.g., user controls to see
more new uploads, client and user-based models to predict optimal refresh rate

f
bu

(



e Increase habitual users (10+/14 days active®): Similar to S&D for Watchtime, we plan to make progress on this by
trying different ideas with rapid experimentation. We will focus on making YouTube a daily habit by driving habitual
interests, contextual use cases and optimizing for intra-day usage.

In 2018,aYouTube employee wrote thati f DSM criteria were applied
teens would be diagnosed with addiction. 0

Gaming content on YouTube is sought out by inappropriately-
aged children

e Research suggests that YouTube's wealthy gaming 1 Tube how 10 beat five nights o freddy’s
content is being watched by viewers who are underage  JIITI SN
to actually play the game. oW -

o . o
These "vicarious” players are still exposed to the 0 2

features in the game that are not age appropriate. {38

e Watching this gaming content can become addictive, as
well.
If DSM Criteria were applied to watching gaming
videos, 1in 5 teens would be diagnosed with
addiction.

(Howard, 2012)

Other YouTube documents conclude thdgt f ] o uwatching likleawviors bring about the majority of
negative wellbeing effectso
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18-24 year olds report YouTube cutting into their sleep time
twice as much as other adults on the platform
INFIHE LAST WEEK TIME OF DAY WHEN USERS

18-24 YEAR OLDS

YOUTUBE AUDIENCE 25+

WHICH OF THE FOLLOWING APPLIED TO YOU?

STOPPED WATCHING YOUTUBE, BY AGE

Median YouTube Bedtime
4 bagdiral (1% o . anky shomng aem ahoses Wt vere 8o betsman Bom and Sam

ny wa »u

nu

While othersacknowledeg that auteplay contributes to loss of sleep and related harms among young

users.YouTubek n e w

savings dikewise as it relates to push naotifications creating fear of missing out (FOMO).
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Google Products & Tech Addiction

¢ Compulsive Content Consumption
0 |YT Autoplay

o Google News Feed

* Fear of Missing Out
o Push notifications

* |mmersive Engagement
© Mobile Gaming and Micropayments

Confidential & Proprietary

Autoplay driven watchtime at night is higher in the YT-Kids App
At its peak, Autoplay

watchtime contribution
triples during the night

Watchtime Hours
=

Autoplay contribution to Watchtime spikes between
11 PM to 7 AM and kids in California spend up to
214K hours a week watching YT videos late into the
night

Disabling autoplay late into the night could I.l..l l.l
potentially help in adding 9K hours in children’s §
sleep time in Califomnia everyday!




Other YouTube documents talk about dopamine and addiction by design.

fix" of dopamine

reward

intention of being addictive

watching (i.e. autoplay,
recommendations, etc)

Excessive video watching is related to addiction
* Watching short videos results in a "quick

Dopamine is related to feelings of

Similar to feelings of reward when using
drugs or other addictive substances

* Researchers feel that YT is built with the

Designed with tricks to encourage binge

These “tricks” have become routine

Technology & well-being need to meet

Guilt — ‘mg"
]\ Addiction \
Cycle
Using Craving

\N. &

Document 33: GOOG-3047MDL-04918852 at Slide 12

According to Snap documennapchat s

d e s i g nagpldenomenoxdrdmonlycalled~OMOd

Fear of Missing Outknowing that afunny videoor a party photo will vanish by tomorrow compels

teens to t he
urgency

feature.
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(unsealed because of litigation)

Meta documentdiscussaddiction by design. This first document is from 20Meta lists the sending of
push notifications at night as a fAsolutiono
most i mportant goal of 1 G this half.o

t

(0]



FEEDBACK & ASKS FROM
- Be bdﬁ%%ﬁ%ﬁﬁ%&&%@%emmg

ourselves, specifically through video.

- Invest in US Teens: US Teen DAP is the most important
goal for IG this half. Explore is uniquely positioned to
help, through video products and sourcing / ranking.
Don't feel pressured to build for everyone: On that note,
we are too big to build products that work for everyone,
everywhere. We won’t advance if we try to, so we must
build for a cohort (teens) and define alternative
“fallbacks” for others.
Fix the new user experience: Leverage Explore as a "

1. PLACE ABIG BET ON VIDE [~ Lo o
PROBLEM TO enae
SOLVE R e A
“It's hard o find interesting videos on Instagram ‘
when I'm in the mocc to watch them; | have to hug ;
SGHUTIONS =
+ Mini video home Internal team ;
+ New viewer challenge!
* Make VYML awesome
* More channels & ranking Be 50% of IG
* Auto play in grid Video TS by end
+ Push notifications at night of H2.
* Performance
A Q o o0
> i

In the following2020document, Meta employedsscuss whether fi weeedtingeaddicts or facilitating

them o

S—

nk there's a question of whether we're creating addicts or facilitating them. I read addiction is

(9/11/2020 09:41:44 PDT):

basically 50% genetic, 50% terrible coping skills, So is FB creating addicts or giving existing addicts a
really accessible outlet?

q (9/11/2020 09:45:43 PDT):
>a really accessible outlet that optimizes for time spent

F H (9/11/2020 09:47:04 PDT):
>which isn t inherently bad - it just keeps people coming back even when it stops being good for them

(9/11/2020 09:48:26 PDT):
ove things like "vou're all caught up for now" on feed for example - I feel like we should

have a responsibility to minimize the negative externality

Darius Kilstein (9/11/2020 09:49:33 PDT):
>Yeh it's definitely facilitation

Darius Kilstein (9/11/2020 09:49:43 PDT):
>Not creation

The following is from another Meta document, whichrefeistAd diitt keedesi gn.

0



Dark pattern

Autoplay

Default settings
or design nudges
towards liberal
privacy settings

Endless scroll

Low-value notifs
e.g. "You are
now connected
on Messenger”,

“Addictive"-like design

Frequent,
unpredictable but
“wanted" notifs
e.g., like count
updates

Document 46: META3047MDL-044-00108564, -8566

Documents from 2028lsoestablish that Meta was programming for addiction. A number of discussions

took place in which employees noted that litigation and legislation concerns were valid, and that Meta
could have made meaningful changdsut insteadthat Meta chose tthrow relatively useless tools at

the issuavhile more children were harmed.
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